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NTA is the leading association for businesses
serving travelers to, from and within North America.




D2OSNY2NQRa /2y FSNBYOS 2y ¢2dzN

1,500 tour operators

600 destinations

1,500 tour suppliers
(hotels, attractions, cruise lines,
restaurants, museums

INn 44 countries
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A 76% package travel within
North America

A 63% package travel from
North America

A 56% package travel to
North America

A 4% package travel within
thelr own countries outside
North America
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NTA tour operators

move more than 9 million travelers each year
buy millions of dollars of travel annually

serveeverykindof traveler e
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Serving a changing n

NTA Customer TYpes by Age

Y

Young Adults Students Boomers Seniors
10% 22% 26% 42%

3 B
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Out of NTAO sopetajobs@0 t

A 82% offer customized group travel
A 45% are retail operators

A 40% package for FITs

A 39% serve as receptives

A 34% are wholesale operators

A 14% are online operators
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Of NTA operatorso ov

A 52% & customized packages and tours
A 38% & scheduled
A 10% & independent packages
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Wide range of travel products:

Shopping tours
Historic tours

Museum tours

Culinary / wine tours

Educational tours

Sports tours

Student tours
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Travel with a
purposec
personal or
preferred interests
and authentic
experiences
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¢ Traveling with a purpose

Families
Faith-based

Adventure and active
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NTA into Nevada:

e T 221 NTA tour
.f“ sl R operatorsd located
"._c;rsoncaty e out of stated

B ’ package travel into

nt’.as\.‘o}a:. ‘
California N d
. evada.
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Top U.S.-inbound Markets

1. Canada
2. Mexico
3. United Kingdom
4. Japan

5. Germany
6. Brazil

/. France
8. South Korea
9. Australia
10.China

Source: OTTI
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Top U.S.-inbound markets

OTTI: NTA:

1. Canada 1. Canada

2. Mexico 2. China

3. United Kingdom 3. United Kingdom
4. Japan 4. Germany & Australia
5. Germany

6. Brazil 6. France

/. France 7. lreland

8. South Korea 8. Mexico

9. Australia 9. ltaly

10.China 10. Japan
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Top Market Metrics:

Inbound bookings to U.S. from Canada,
Germany and Mexico increased 4 to 9%.

Top motivator for each: Exchange rate
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Top Market Metrics:

Inbound to U.S. from Japan decreased 10 to 15%.
Top deterrent: Airfare and fuel surcharge

Inbound to U.S. from China increased 16 to 20%.

Top motivator: Direct air service to destination
coupled with the opening of US as approved
destination for group leisure travel
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NTAOS China | nbour

170 registered operators

To facilitate group leisure travel from
Chinato the U.S.
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Number of leisure and

business group travelers

to U.S. through registered

tour operators:

46,709 208,558

2Q 2010 30 2011
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ENTA L ETF L

VISITUSA

CENTER.
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ENTA %0
VISITUSA

CENTER.

Goals:
1. Educate the U.S. and Chinese trade

2. Connect U.S. and Chinese tour
operators and agents

3. Market the U.S. as a destination.
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Activities:




